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Abstract: Ramadan is the only religious festival in which marketing & advertising
activities are carried for whole month. This provides opportunities & challenges to
the marketers along with controversies. This paper will not address the
controversies but will measure the effect of Ramadan advertisements on consumer
attitude. Three hundred and ninety one (391) students of different universities in
Karachi participated in this study. The questionnaire adopted for this study had
established reliabilities and validates which were re-ascertained for the present set
of data. All the five constructs used in this study had five items all based on seven
point Likert scale. It was found that entertainment, information, credibility and
good for economy has positive effects on the consumers' attitude towards
advertising, whereas, irritation has a negative effect on the attitude. The finding of
this study will help the media in developing advertising strategies that are favorable
to consumer attitude. The results of this study are consistent to earlier studies. One
of the limitations in this study is that consumer attitude has been measured in the
domain of electronic media. Future studies could measure effectiveness of Ramadan
advertising in other Medias including print and social media.
Keywords: Ramadan Advertising, Attitude towards Ramadan advertising,
information, credible, entertainment and irritation.

1. Introduction
Ramadan is the only religious festival in which family members eat together in morning (Shery) and
evening (Mugrib) and watch TV together for one whole month. Thus, these timings have become highly
lucrative for advertisers. Since most of the companies want to advertise in these slots therefore
advertising cluttering has also increased significantly (Mazhar, 1998). Consequently, due to high
demand for advertisement, it rates are comparatively twice the normal advertising rates. (El-Bakry,
2001). In this study attitude towards advertising has been operational zed as Ramadan theme based
advertising.
People in Pakistan and other Muslim countries generally do a lot of shopping in this month, due to
which companies allocate substantial portions of their advertising budgets for advertising in this month
(Fattah, 2005).Local and international brands in Ramadan Advertising generally add spiritual content
in their jingles and videos to make it more relevant to Ramadan (Odabasi, 2009). Additionally, TV
channels launch different TV shows, game shows and other informative programs in this month. Some
are relevant to Ramadan while others are not. Nevertheless, these advertisements are watched by a large
audience and hence have high rating. Thus, companies generally select highly rated programs slots for
their advertisements without irrespective of their themes. A controversial issue with Ramadan
advertising is that it promotes extravagant spending whereas Islam prohibits wasteful and excessive
spending (Gharib, 1992; Osman, 1998; Gatehouse, 2001).
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Generally, factors such as entertainment, information, irritation and credibility have been studied in
context of attitude towards advertising (Wang et al., 2009; Munusamy & Wong, 2007; Yang, 2000;
Tsang et al., 2004). Moreover, entertainment and information are qualitatively studied in past literature
(Sandikci &Omeraki, 2007). Perhaps this is the first study that has attempted to use variables including
good for economy, irritation, credibility in measuring their effects on attitude towards Ramadan
advertising.
Most of the earlier researches are of generalized nature and they have not used any stimuli while
obtaining the responses of the subject (Rengarajan & Sathya, 2014; Bahl, Pandey, & Sharma, 2012;
Lee, 2012). The problem in this approach is that subjects might respond on the perception of different
brands (Rengarajan & Sathya, 2014; Bahl, Pandey, & Sharma, 2012; Lee, 2012). To address this, an
advertisement of “Pepsi, lighting up the lives” was shown to the respondent prior to administration of
the questionnaire. Print version of the electronic advertisement shown to the respondent is attached.
Additionally, most of the earlier studies have not integrated their results in the conceptual framework
adequately (Zafar & Rafique, 2012; Rengarajan & Sathya, 2014). The constructs used in this study are
mostly related to non-Ramadan advertising; mainly because they have not been used in it Ramadan
based adverting. One of the contribution of this study is it has empirically demonstrated that these
construct could be used in Ramadan themes based advertisement.
In view of the above gaps, the purpose of this study is to find out the effect of entertainment,
information, irritation, credibility and good for economy on the consumer attitude towards Ramadan
advertising.

2. Literature Review
Consumer attitude towards advertising have been used extensively in different context but not in the
context of Ramadan advertising.
Only factors such as information and entertainment in a couple of studies have been qualitative studied
in the context of Ramadan Advertising (Sandikci & Omeraki, 2007). In view of the lack of studies on
Ramadan advertising, this study has measure the effects of entertainment, irritation, Information and
credibility on attitude towards advertising. Although studies found that attitude towards adverting varies
on demographic factors (Tsang et al., 2004; Ducoffe., 1996). However, demographic factors are beyond
the scope of this study.
Advertising mediums such as print and electronic have different effects on consumer’s minds, therefore,
studies have mostly measured attitudes (Gurău & Tinson, 2003). Consumers’ attitude towards an
advertisement at times does not reflect their real attitude towards advertisement but is based on their
image of a particular brand brands. (McCormick & Warnaby, 2016).
Informative advertising, if matches consumer’s needs it will positively influence consumer’s purchase
intentions and actual purchase. Additionally, studies found credibility, irritation, and infotainment effect
consumer’s attitude, which leads towards purchase intention (Okazaki, 2004).Literature also, supports
attitudes towards advertising are dependent on its value, perceived levels of entertainment, information,
and irritation (Larkin 1979; Ducoffe, 1996). Studies also support that economy and materialism have
significant relationship with consumers’ attitude towards advertising (Yang, 2000; Ramaprasad &
Thurwanger, 1998).
Credibility of the source mostly refers credibility of endorsers, spokesperson, medium or the individual
shown in the ad (Wang, et. al., 2002). Consumers generally have positive attitude towards those
advertisements, which have more than one celebrity and have emotional appeal in them (Lafferty et al.,
2002; Mattila, 1999). Some scholars strongly believe that newspaper is more credible medium than TV
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Published by iRepository, 2022

https://ir.iba.edu.pk/icm/2016/day1/4

therefore, information in the newspapers have more reliability and believability in comparison to
Television (Wang, et. al., 2002; Bauer & Greyser, 1968; Larkin, 1979).

3. Conceptual Framework
The conceptual framework extended through two models is depicted in Figure 2, followed by literature
supporting the derived relationships of the conceptual framework.

3.1. Attitudes toward Ramadan advertising
Consumer’s attitude towards an advertisement is a key factor that predicts its acceptance or rejection.
Attitude toward an ad is defined as “a learned predisposition to respond in a consistently favorable or
unfavorable manner toward advertising in general” (MacKenzie and Lutz, 1989; p. 54).Most of the
studies on this issue have measured the effect of attitude on advertising without any stimuli (Mittal,
1994; Larking, 1977; Dbuinsky, 1984).Religiosity besides having a direct effect on consumer attitude
towards advertising also have moderating effect on the relationship between attitude towards
product and purchase intention (Naseri & Tamam, 2012).
Attitude although have been measured as a uni-dimensional construct, but studies suggest it is more
appropriate to measure it through multi-items. Some of the indicator variables used for measuring
attitude are good/bad, irritating/not irritating, like/dislike, and uninteresting/interesting; Gardner 1985;
Mitchell and Olson 1981).
Consumer attitude towards an advertisement is important from marketing perspective as it reflects his
feelings, thoughts that also affect consumer’s purchase intention (Mehta, 2000). These findings are
consistent to earlier studies in which audience behavior towards a particular advertisement was based
on bi-polar scale (favorable/unfavorable) (Greyser, 1968;) MacKenzie & Lutz, 1989). Several studies
have substantiated the effect of attitude towards festival advertising (Windy, Gregg; &Yosuke, 2006).
Therefore, it is presumed that this relationship of attitude towards advertising will be true for Ramadan
advertising.
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Figure 1: Conceptual Framework

3.2. Entertainment & Attitude
Studies have found advertisements offering hedonic benefit are generally more successful as they
encourage consumer to form positive attitude towards these types of advertisements (Petrovici et al.,
2007). Advertisements with entertainment appeal are found to have a higher attraction appeal, which
again leads to positive attitude towards advertising (Alwitt, 1992; Mittal, 1993). Others while validating
the relationship of entertainment and attitude towards advertising also suggested that some of the factors
associated with entertainment advertising appeal are humorous, musical (Munusamy and Wong, 2007).

3.3. Information & Attitude
Advertising plays a significant role in communicating information about the products and/or brand to
consumers (Rotzoll, Haefner & Sandage, 1986). Information thus is an important factor of adverting
(Rubin, 2002). Studies in the domains of on line advertising also found a strong relationship between
information seeking and attitude towards advertising (Wang& Lei, 2009).Consumer attitude are
positive towards advertisement with information appeal as these types of advertisement induce trial
which is an important aspect of marketing (Varshney, 2003; Naseri & Tamam, 2012).
Advertising becomes more effective if it provides information related to consumer needs and in
accordance to costumer’s language and culture (LaBarbera et al., 1998). Consumers when in need of a
good will be more attracted to those advertisement which contain easy to comprehend information about
the product or brand (Kaasinen, 2003). Others also support that there is strong relationship between
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information and attitude towards adverting (Haghirian & Madlberger; 2005, Ducoffe, 1996; Carlos,
2010).

3.4. Credibility & Attitude
Credibility refers to consumer’s general perception towards the reliability, trustworthiness and the
truthfulness of the advertisement (MacKenzie & Lut, 1989).Consumers generally have active role in
print ads and passive role in TV Ads but studies found that the former is less creditable than the later
(Somasundaran & Light, 1991; Newhagen & Nass 1989). Besides the factors discussed above, the
criticality of the person appearing in the advertisement is a significant factor (Goldsmith & Newell,
2000).
Others while substantiating the relationship between creditability and attitude towards adverting
observed that credibility of the endorser positively influences attitude towards advertising (Lafferty &
Goldsmith; 1999; Tsang, Ho, & Liang, 2004).

3.5. Irritation & Attitude
“When advertising employs techniques that annoy, offend, insult or are overly manipulative, consumers
are likely to perceive it as unwanted and irritating influence” (Ducoffe, 1996; p. 23). Thus,
advertisements that annoy or offend the consumers will negatively influence their attitude towards that
advertisement (Shavitt, Lowrey & Haefner, 1998). For example in case of mobile advertising consumers
get irritateddue to continuous inflow of unsolicited advertising consequently they get confused and
reacts negatively (Stewart & Pavlou, 2002;Dickinger et al., 2004).

3.6. Good for Economy & Attitude
Consumers reaction towards an advertisement depend upon how the messages they have comprehended
(Jung, 2009). The concept “Good for economy” supports that advertising helps consumer in accepting
new technology and innovative products; generating employment, reducing the cost of the production,
increase healthy competition. Additionally, it provides product’s information to consumers, and
increases people’s living standards. Hence, it could be said that advertising has become the lifeblood of
any business activity (Belch and Belch, 2008).
This argument is also supported by the Bauer and Greyser (1968), they found that more than 70% of
their sample responded that standards of livings are increased through advertising. The economic
benefit of advertising is the ability of the advertisers to provide accurate and reliable information about
their products to the audience (Petrovici et al., 2007).
Studies found that some of the major advantages of advertising are that it increases standard of living,
it provides accurate and reliable information that decreases searchingcost (Bauer and Greyser, 1968;
Tesler, 1964; Bharawaj & Fahy 1993).

3.7. Research Hypotheses
H1: Perceived entertainment has a positive effect on the consumers’ attitudes toward Ramadan
advertising.
H2: Information has a positive effect on consumers’ attitudes toward Ramadan advertising.
H3: Credibility has a positive effect on the consumers’ attitudes toward Ramadan advertising.
H4: Irritation has a negative effect on the consumers’ attitudes toward Ramadan advertising.
H5: Good for Economy has a positive effect on the consumers’ attitudes toward Ramadan advertising.
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4. Methodology
4.1. Procedure
A deductive approach has been used in this paper. The population for this research is about 2.7 million
(Mughal 2014) and sample size 387 which has been calculated on the basis of 95% confidence level
and 5% error (www.raosoft.com/samplesize.html). In view of the non-availability of the sample frame,
convenience sampling was used.

4.2. Scale and Measure
All the constructs used in the study were adopted from the earlier developed constructs, which
were converted to seven point Likert Scale as summarized Table 1:

Table 1: Measures of Entertainment, Information, Credibility, Irritation and Attitude
Reliability in Earlier
Construct
Author
Items
Studies
Entertainment
Information
Credibility
Irritation
Good for Economy
Attitude towards advertising

Jung (2009)
Jung (2009)
Jung (2009)
Jung (2009)
Chai, Hoi & Choon (2010)
Jun and Lee’s (2007)

5
6
4
4
3
4

.98
.95
.94
.83
.80
0.84

5. Results
5.1. Profile of the respondents
In terms of gender 238(60%) respondents were male and 153(40%) were female and their age ranged
from 18 to 60 years (M = 22.25, SD = 2.78). In terms of marital status, 252 (64%) were single and 139
(36%) were married. In terms of profession, 175 (45%) were students, 216 (55%) were employed. In
terms of education, 10 (2%) had primary education, 23 (6%) had education up to secondary school
certificate (SSC), 28 (7%) had a higher education certificate (HSC), 238 (60%) had bachelor's degrees,
and the rest 92 (23%) had at least master’s degree.

5.2. Descriptive Statistics
Descriptive analysis was carried out to measure the univariate normality of the constructs adopted from
the foreign scale; the results are summarized in Table 2.
Table 2: Descriptive Analysis
Construct

Mean

Std. Dev.

Skewness

Kurtosis

Attitude

4.91

1.46

-0.76

0.72

Entertainment

4.66

1.22

-0.13

-0.71

Information

4.16

1.04

-0.14

-0.97

Credibility

4.61

1.34

-0.03

-0.70

Irritation

4.28

1.33

0.03

-0.79

Good For Economy

3.86

1.79

0.02

-1.09
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Table 2 shows that construct good for economy (Mean=3.86, SD= 1.79) has the lowest skewness
(SK=0.02), and attitude towards Ramadan advertising (Mean = 4.91, SD=1.46) has the highest
skewness (SK=0.76). Similarly, the kurtosis of the construct good for economy (Mean=3.86, SD=1.79)
is the highest (K= -1.09) and for the construct creditability (Mean=4.61, SD=1.34)) is the lowest
(K=-0.70). Since all the construct are within the range of ±2.5 therefore it can be assumed that the data
has a normal tendency (Hair. et al, 2010).

5.3. Reliability of the constructs
The instrument used in this study contained constructs, which were previously used, tested by and have
established reliabilities. However, the reliabilities of these constructs were re-established in context of
current research. The results are summarized in Table 3. The above Table 3 shows that the reliability of
consumer attitude towards Ramadan advertising is the highest (α=.87, M=4.91, SD=1.46); while the
reliability for good for economy is the lowest (α=.43, M=3.86, SD=1.79). The overall Cronbach’s alpha
for the instrument including dependent and all the independent variables is (α=.75, M=3.86,
SD=1.79). Since the reliabilities ranged between 0.70 to 0.90, therefore, they have high internal
consistency (Hair, et. al., 2010).

5.4. Exploratory Factor Analysis (EFA)
Exploratory factor analysis was used to understand the latent variables and their relationships with the
constructs. Table 4 contains the summarized results.

Table 4: EFA for the constructs
Construct

Original
Items

Kaiser
Meyer
Olkin

Barley Test of
Sphercity at
P=.000

Cumulative
Factor
loading

Item
Retained

Attitude

4

0.82

502

72.5%

4

Entertainment
Information
Credibility
Irritation
Good For Economy

5

0.68
0.60
0.70
0.54
0.50

203
161
277
111
24

68.5%
62.7%
57.2%
56.5%
66.6%

3

6
4
4
3

3
4
3
2

Kaiser-Meyer-Olkin (KMO) for all the constructs except attitude as shown in Table 4 was less than
0.70. Thus EFA exercise were repeated until all the EFA requirements were met including KMO>0.70,
and the Barley Test of Sphericity for all the constructs became significant P <.05(Hair J., Black, Babin,
Anderson, & Tatham, 2006).

5.5. Correlation Analysis
Correlation analysis was done to check the relationship between the variables and multi-co linearity
amongst the variables (Bryman & Bell, 2005). The results are summarized in Table 5.
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Table 5: Summarized Correlation Results
Att

Ent

Inf

Cred

Irrit

Attitude

1

Entertainment

0.55

1

Information

0.35

0.01

1

Credibility

0.63

0.44

-0.18

1

Irritation

-0.46

0.39

-0.09

0.35

1

Good for Economy

0.63

0.08

0.15

-0.03

0.06

GfE

1

The above Table 5 shows all the relationships were significant at a level of 0.05 (2-tailed). The
correlation of Credibility (M = 4.61, SD = 1.34, N = 391) with r (391) = 0.63, p = 0.0<0.05, was
strongest while the weakest was with Information (M = 4.16, SD = 1.04, N = 391) with r (391) = 0.35,
p = 0.0<0.05. Additionally, correlation analysis also tells that the variables are unique and distinguished
with no issue of multi-co-linearity (Hair Jr. et al, 2010).

5.6. Construct Validity
Since all the constructs used in this research were developed in western world, therefore, it was
necessary to ascertain its validity with the present set of data. In this study, convergent validity and
discriminant validity were carried out.
Convergent Validity: The variance explained for each construct was greater than .60 and internal
consistency were higher than 0.70 therefore the data fulfills the requirement of convergent validity
(Cline, 2010, Hair Jr., 2010).

Table 6: Reliability of the constructs
Cronbach's Alpha
Constructs
on standardized
item
Entertainment
0.77
Information
0.69
Credibility
0.74
Irritation
0.60

Variance
Explained

Mean

.69
.63
.57
.56

4.66
4.16
4.61
4.28

1.22
1.04
1.34
1.33

S.D

Good for Economy

0.49

.67

3.86

1.79

Attitude

0.87

.73

4.91

1.46

Discriminant Validity: Discriminant validity was carried out o ascertain the uniqueness and
distinctiveness of each variable (Hair, Black, Babin, & Anderson, 2010). Since the square root of
variance are greater than the square of each pairs of correlation (Refer to Table 7), the data fulfills the
discriminant validity requirement.
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Table 7: Discriminant Validity
Att

Ent

Inf

Attitude

0.83

Entertainment

0.10

0.81

Information

0.01

0.08

0.73

Credibility

0.28

0.19

0.03

Cred

Irrit

GfE

0.82

5.7. Overall Model Regression Test
The overall model stating (entertainment, information, credibility, irritation, good for economy
influence consumer’s attitude towards advertising was tested through Multiple Regression analysis and
summarized results are presented in Table 8:

Table 8: Summarized Regression Results
Unstandardized
Coefficients

Standardized
Coefficients

Variables

T

Sig.

1.19

0.23

B

Std. Error

Beta

(Constant)

0.60

0.50

Irritation

-0.12

0.06

-0.11

-1.99

0.04

Entertainment

0.32

0.07

0.27

4.23

0

Credibility

0.37

0.06

0.34

5.46

0

Information

0.14

0.07

0.10

2.04

0.04

0.24
0.04
0.30
5.95
0
Good for Economy
Note: Dependent Variable: Consumer Attitude towards Ramadan Advertising, Independent Variables:
Entertainment, Information, Credibility, Irritation & Good for Economy, R2 = 0.37; Adjusted R2 = 0.36, P<.05,
F (5, 386) = 29.70

The results of Multiple Regression Analysis shows that the predictors entertainment, information,
credibility, irritation and good for economyhave a combined effect of 36.2% on consumer attitude
towards Ramadan advertising (R2=0.37, F (5, 386) =29.7, p<.05), which according to Cohen (1998) is
a large effect. Thus, the overall model was found to be significant. After testing the overall model,
each hypothesis was tested through simple regression in the following sections.

5.7.1. Entertainment
The hypothesis that entertainment has a positive effect on customer’s attitude towards advertising was
tested through simple regression. The summarized results are presented in Table 9 below:
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Table 9: Summarized Regression Results
Unstandardized
Coefficient
Variables

B

Std Error

Standard
Coefficient
Βeta

T

Sig

Entertainment
.54
.06
.45
8.16
.000
Note: Dependent Variable: Purchase Intention, Independent Variables: Attractiveness, R2 = 0.20; Adjusted R2=
0.20, P<.05, F (1, 390) = 66.5

The regression results show that perceived entertainment explains 20.9% of the variance (R2=0.20,
F (1,390 = 66.5, p<.05),and its effect on attitude towards advertising is .45, which is which is positive
and significant Information: The hypothesis that information has a positive effect on customer attitude
towards advertising was tested through simple regression (see Table 10 below).

Table 10: Summarized Regression Results
Unstandardized
Coefficient

Standardized
Coefficient

B
Std.error
Β
Variables
T
.01
.01
.16
Information
.08
Note: Dependent Variable: Attitude towards Advertising, Independent Variables: Information,
R2 = 0.00; Adjusted R2= 0.01, P<.05, F (1, 390) = 0.06

Sig:
.87

The regression results indicates that information has no significant effect on attitude towards advertising
(R2=0.00, F (1,390) = 0.06, p<05) and hence the hypothesis was rejected.

5.7.2. Credibility
The hypothesis that celebrity credibility has a positive effect on customer attitude towards Ramadan
advertising was tested through Regression analysis. The summarized results are presented in Table
11:

Table 11: Summarized Regression Results
Unstandardized
Coefficient

Standard
Coefficient
B
Std Error
Βeta
Variables
T
Sig
Credibility
.50
.06
.46
8.33
.00
Note: Dependent Variable: Consumer Attitude towards Ramadan advertising, Independent Variables: Credibility,
R2 = 0.21; Adjusted R2= 0.21, P<.05, F (1, 253) = 69.4

The results indicate that the predictor expertise have positive and significant effects on attitude towards
advertising and it explains 25.6% of the variance (R2=0.25, F (1,284) = 221.1, p<.05). Additionally, its
effect is .46, which according to Cohen (1998) is a large effect.
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5.7.3. Irritation
The hypothesis that irritation has a negative effect on customer attitude towards Ramadan advertising
was tested through simple regression analysis. The summarized results are presented in Table 12 below:

Table 12: Summarized Regression Results
Variables

Unstandardized Coefficient

Standard Coefficient

T
Sig.
B
Std Error
Βeta
.00
Irritation
.18
.06
.16
2.64
Note: Dependent Variable: Consumer attitude towards Ramadan advertising, Independent Variables: Irritation,
R2 = 0.023; Adjusted R2= 0.02, P<.05, F (1, 390) = 7, p<0

The results of the regression indicate that the predictor irritation has a positive and significant effect on
advertising. It explains 2.3% of the variance (R2=0.027 F (1,390) = 7, p<.05). The effect β=.164 is a
small but significant affect.

5.7.4. Good for Economy
The hypothesis that good for economy has a positive effect on customer attitude towards online
advertising was tested through regression analysis. The summarized results are presented in Table 13
below:

Table 13: Summarized Regression Results
Unstandardized Coefficient
Variables

B

Std Error

Standard Coefficient
Βeta

T

Sig

Good for Economy
.28
.04
.34
5.89
.00
Note: Dependent Variable: Consumer attitude towards Ramadan advertising, Independent Variables: Good for
Economy, R2 = 0.12; Adjusted R2= 0.12, P<.05, F (1, 390) = 34.7, p<0.5

The results of the regression indicate that the predictor good for economy explains 12.1% of the variance
(R2=0.121, F (1,390) = 34.7, p<.05). Its influences towards attitude towards Ramadan advertising is
(β= 0.34), which according to Cohen (1998) is a large effect.

6. Discussion and Conclusion
Today’s consumers have more empowerment and have more products and services at their disposal to
select from (Sheth, Mittal, & Newman, 1999). This has increased the competition tremendously and
firms rely heavily on advertisement for communicating their value proposition (Sheth, Mittal, &
Newman, 1999).
The hypothesis on the effect of perceived entertainment on consumer attitude towards Ramadan
advertising failed to be rejected (Refer to Table 8). While substantiating this results studies found that
consumers prefer to see those advertisement that contains pleasurable, enjoyable and elements (Alwitt
& Prabhaker,1992; Pollay & Mittal; 1993). Others while finding the positive effects of entertainment
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on attitude towards advertising suggested that these advertisement will become more affective if they
address consumers’ needs and wants (Kadir, 2008; Ramaprasad & Thurwanger, 1998; Munusamy &
Wong,2007; Petrovici et al., 2007).
The hypothesis on the effect of information characteristic on consumer attitude towards Ramadan
advertising was not substantiated. This finding is inconsistent to other earlier studies (Haghirian &
Madleberger 2005; Tsang et al. 2004).
The hypothesis that credibility has positive effect on the consumer attitude towards Ramadan
advertising failed to be rejected. This findings are consistent to earlier findings which also suggested
that source credibility is inclusive creditability of endorser and the brand (Lafferty& Goldsmith,1999;
Tsang, Ho, and Liang;2004).
The hypothesis on irritation and its negative effect on the consumer attitude towards Ramadan
advertising was failed to be rejected. Studies while supporting this effect also found over dramatization
and showing something which is unbelievable tend to increase consumer irritation (Obermiller &
MacLachlan,2005; Morimoto and Chang 2006; 2009; Li, and Lee 2002).
The hypothesis on the effect of good for economy towards positive effect on the consumer attitude
towards Ramadan advertising was substantiated. Munusamy & Wong (2007) and Wang et al. (2009)
also concluded in their studies that ‘good for economy’ have positive influence on the consumers’
attitude towards advertising.

7. Implication for Managers and Policy Makers
This study found entertainment, information creditability and good for economy positively affect
attitude towards Ramadan advertising. Thus, marketers while communicating their value proposition
may consider incorporating these variables in their advertisements. Irritating advertisements have a
negative impact on attitude towards advertising. Although in most of the cases, the markers must not
incorporate this aspect, however, if attention and retention are the desired objective then irritation factor
could be used in advertisements. This study and earlier studies found that entertainment aspect
positively affects attitude towards advertising, however focusing too much on this aspect may confuse
the consumer on the intended message.

8. Limitation and Future Research
This study was focused on the students of Karachi. Future studies could extend their scope to other
demographic groups. Additionally, comparative studies in terms of ethnicity will bring further insight
on the issue. Variables such as impulsiveness and compulsiveness could also be added in future
research. This study is restricted to Ramadan theme based advertising. Future studies could be
comparative studies on Ramadan theme and non-Ramadan theme advertising. Additionally, the scope
if this study is restricted to conventional construct used in the study. Future studies could incorporate
customized construct such as spirituality and emotional arousal.
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